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Abstract:

This study aimed to explore the most important ways to enter international markets 

and analyze digital marketing tools and strategies to highlight the role of digital 

technology in internationalizing the activity of Algerian institutions and maintaining 

their position in the midst of existing competition in international markets. The study 

reached several results, the most important of which is the presence of significant 

organizational and human readiness within the institution, reflecting a real orientation 

towards internationalization. The results also showed that Condor Company has a 

clear awareness of the importance of openness to international markets as a strategic 

option to confront the challenges of the local market, such as saturation and high 

competition. In addition, it was found that electronic distribution and logistics 

networks play a fundamental role in enabling the institution to reach customers 

abroad. It appeared that the distribution axis is the only one that demonstrated a 

statistically significant impact on the international orientation. 

. Keywords: digital marketing, internationalization of companies, digital promotion, 

condor.
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Abstract:

This study aimed to identify the most prominent methods of entering international 

markets and analyze digital marketing tools and strategies to highlight the role of 

digital technology in internationalizing Algerian businesses and maintaining their 

competitive position in international markets. To achieve this, a descriptive analytical 

approach was adopted, using a questionnaire as a tool. The questionnaire was 

distributed to a sample of 30 Condor employees and analyzed using the SPSS 

statistical analysis program. The study reached several results, the most important of 

which is the presence of significant organizational and human readiness within the 

company, reflecting a genuine orientation toward internationalization. The results 

also showed that Condor has a clear awareness of the importance of opening up to 

international markets as a strategic option to address local market challenges, such as 

saturation and increased competition. Furthermore, it was found that electronic 

distribution and logistics networks play a fundamental role in enabling the company 

to reach customers abroad. It was found that the distribution axis was the only one 

that demonstrated a statistically significant impact on the international orientation. 

Keywords: digital marketing, internationalization of companies, digital promotion


